Abstract
Introduction
Technological developments have changed people's life styles. Many differences and features have started to come out in line with the diversification in the field of media. Therefore, marketing communication, which composes of activities that lead customers to buy new products, has gained importance.
As Internet has become widespread, word of mouth marketing has created several new concepts of marketing communication. One of the new advantages brought to marketers by this technological innovation or opportunities is viral marketing practice. Viral marketing is a type of word of mouth communication on Internet, which is the newest platform.
As social networking sites have a significant impact on consumers' decision-making process and behaviors, these sites cannot be disregarded by brands of which the target audience actively uses digital channels. This study focuses on the meaning of social networks for marketing communication and how these networks are used.
Social Media Concept
Today Internet usage is growing day by day and individuals' dialogues together with their posts on Internet constitute social media. Social media offers many opportunities to Internet users.
Social Media "is a term used for online tools and web sites that offer a chance for mutual interaction through information, opinions, interests and sharing". As also stated in its definition, social media mediates in creating communities and networks by encouraging participation and being interested (Say mer: 2008: 123) . In Web2.0 development where a participation culture started to attract attentions, users should play the role of a creator or participant (Tosun, Levi, :2010:95) . Thus, it created not only a new consumer (user) but also platforms where they manage information and contents. Everyone can create, share, exchange, direct, send, affect, examine and use limitless contents on created collective media (Alik l ç, 2011:14) .
It would not be wrong to say that social media enables companies to communicate with their customers and also customers to exchange ideas directly with each other. The timing and frequency of consumers' communication on social media are managed by consumers, not managers. This contrasts with traditional marketing concept. For this reason, social media can be considered as an important change in terms of marketing (Tosun, Levi, 2010:94) . As social media has become practical and cost effective, many brands started to use social networks. distribution of WOM has been increased and accordingly, a new concept known as electronic WOM has come out (eWOM) (Quoted from Brown, Broderick and Lee 2007; Dellarocas, 2003; Dwyer, 2007; Goldenerg, Libai, and Muller, 2001; Goldsmith and Horowitz 2006 by: Kim 2012) . Hennig-Thurau vd. (Quoted from 2004 by: Kim 2012 . eWOM is defined as follows: "All kinds of positive and negative expression that belongs to potential, real or former customers in relation to a product or company and that is announced to limitless individuals and companies through Internet" (s. 39) according to Klein (Quoted from 1998 by: Kim 2012) . WOM process also enables customers to understand abstract products while searching for WOM information from an experienced source. For this reason, online customer comments on restaurants, travel destinations and hotels have become very remarkable information sources for consumers (Quoted from Pan vd., 2007 by: Kim 2012 . This communication is made by using different channels: For example, emails, discussion forums, main pages, blogs, restaurant comment sites (urbanspoon.com) and social networking sites (such as Electronic WOM (eWOM) covers customer comments in emails, text messages, online videos, Web sites; computeraided channels such as social networking site like Facebook, MySpace and LinkedIn and other electronic communication channels. Even though each tool has its own features, their common feature is the capability to distribute information very fastly to a very wide range of customers in different locations. Like the Susan Boyle example we just mentioned, if WOM reaches a critical level -defined by Gladwell (Quoted from 2000 by: Taylor, 2010) as "tipping point" -and spreads to wide communities, then it becomes "viral". Although this "process of becoming viral" is not fully understood by marketers, it is found to be very effective (Taylor, 2010) .
According to a research conducted by White House Department of Consumer Relations, 90% of unsatisfied consumers state that they will not buy the product of the same brand anymore. Each unsatisfied consumer shares his/her negative experience with at least 9 people and 13% of these consumers share it with more than 20 people. On the other hand, satisfied customers share their satisfaction with 5 people (Quoted from Misner, 1994:27 Toros, 2011) . This is the proof of viral marketing power.
The term of viral marketing was first used by Harvard Business School lecturer Jeffrey Rayport. He wrote an article named "The Virus Marketing" in 1996. Viral marketing concept was defined as "network-oriented word of mouth marketing" by Juvertson and Draper in 1997 and launched to announce Hotmail's free of charge email service (Quoted from Juvertson, www.dfj.com/cgi-bin/artman/publish/printer _steve_tim_may97.html by: Kalpaklio lu, Toros, 2011). The number of users went up from 500,000 to 12 million in just one year after the "get your free email" message was placed below each email sent by Hotmail (Quoted from Godin, 2001:66 by: Kalpaklio lu, Toros, 2011). Today, many international brands such as Tupperware, Microsoft and PepsiCo use viral marketing as their man marketing strategy. Recently, Burger King launched an online promotional campaign on its interactive web site which can be accessed at www.subservientchicken.com where consumers can visit and give commands to a man in a chicken suit. Moreover, site visitors can also inform their friends about this funny site by clicking the "tell my friend" link and providing the email address (Quoted from Eaton, J., www.docs.com/docs/42444246/e-word-of-mouthmarketing by: Kalpaklio lu, Toros, 2011) .
What is important here is that it is more likely to be adopted if it is very innovative and interesting. On the 1 st of April, Workopolis MSN.ca provided its Web site visitors the chance to send fake press releases to their friends. There were several templates including CEO, TV newsreader or supermodel that can be selected by the sender. The viral campaign gained more than expected success (Quoted from Sweeney, MacLellan & Dorey, 2006:67 by: Kalpaklio lu, Toros, 2011).
Viral Marketing Techniques on Online Social Networks
As a result of being a basic need for people, social networking sites were created to make the social network perceived, edited and announced to everybody. Thus, they were adopted by millions of people in a very short period of time (Quoted from Boyd, Ellison, 2007 by: Varnal , 2012 . Most of these sites enabled the existing social relations and/or social networks to be transferred to Internet. People socializing as crowded communities on digital platforms and this socialization becoming a norm have lead to many significant developments. As the most penetrable networks are generally the networks created by people in the same socio-economic group with similar interests, the contents transferred through digital social networks is spread in a targeted manner because the desire to fastly access information is one of the main reason of people frequently visiting digital social sites (Varnal , 2012) .
Creating social networks on online platforms has become very popular between various disciplines. Online networking sites such as Facebook, Twitter and LinkedIn continue to add more than 100,000 users in a day. The fastest growing group on Facebook, which has more than 500 million active users, is the group of people aging 35+. Globally, more than 11.7 million hours per month are spent on Facebook and more than 200 million users access Facebook by using their mobile devices. Social media has also become popular among big hospitals and pharmaceutical companies. There are nearly 1,100 hospitals nationwide on Facebook, Twitter, YouTube, LinkedIn or blogs. Various information ranging from recent developments in health sector to ongoing organization events are transferred among hospitals through these sites. Pharmaceutical companies have developed many social networking sites including disease support pages and special product information (Kukreja, Sheehan and Riggins, 2011) .
Fortis Turkey has realized its first brand application on Facebook, which is a social networking site. 4.500 users in the first three days and 20.000 users in the first month joined "Fortis Turkey Cup Guessing Game". The application was started before group matching and users were allowed to guess game scores according to the league table. Those making the best score guess were listed at the end of each game week (Quoted from http://www.pctime.com.tr /habergoster.asp?id=599 by: Kalpaklio lu, Toros, 2011).
British Airways, created a link between New York and London by using Twitter and designing Metrowin web page. The web page contains recommendations about where to go, what to eat and where to stay. Twitter is becoming more popular in Turkey day by day. Turkish Airlines and Pegasus Airlines send information about new destinations and sales promotions via Twitter (Quoted from Odaba , 2009 by: Kalpaklio lu, Toros, 2011 24:6).
As seen, now brands and companies gather with consumers directly on social media. Social networking sites like Facebook, Twitter and MySpace have started to change companies' product marketing methods and ways of communication with consumers. It is important to know how to effectively use these social sites that offer new opportunities in terms of marketing.
Conclusion
Marketing concept is based on people's needs and today this concept has developed in line with the diversification of needs. As technological developments cause changes in people's needs, product variety is offered to fulfill these needs and tactics have been developed to sell products. This approach has given marketing concept a new dimension.
Today, it is getting hard to reach consumers by using traditional methods. As consumers are more informed about the things they purchase and consume, the job of marketers is getting harder. Characteristics, preferences and favorites of consumers are fastly changing. The methods of accessing information in globalizing world have also changed. Today, viral marketing that is based on "recommendation" has become a new trend for companies to enable their target audience/consumers to read, watch, see the given messages and adopt the brand. When it was realized that "recommendations" are effective for marketing, it started to be used as a marketing method.
Playing a significant role in marketing communication, the power of persuasion becomes more powerful with viral marketing, as the recommendation is received from a third party. Companies understanding the power and effectiveness of viral marketing use this communication technique while conducting their advertising, public relations and personal sales activities.
It is believed that viral marketing practices will become more powerful and develop more in the future. However, it is also stated that this process should carefully be used and monitored even though viral marketing messages are effective.
